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AN ANALYSIS OF SOCIAL MEDIA ADOPTION AND THE LEVEL OF 
INTERACTIONS IN MALAYSIAN ZAKAT INSTITUTIONS SOCIAL  
MEDIA SITES
ABSTRACT
The use of social media among organisations in Malaysia is increasing, in line with the 
enhancement of access to social media. Public institutions develop social media sites to improve 
customer service quality, build good relationships with customers and improving transparency. 
State zakat institutions are among the most sensitive organizations on the issue of transparency. 
Many allegations arise from the public that zakat institutions are only good at collecting zakat, 
but not effective in distributing the fund to the qualified asnaf. Prior to this, zakat institutions were 
unable to respond effectively to the accusations due to lack of appropriate channel. With the 
sophistication of social media technology, there are proactive zakat institutions using social media 
applications to improve transparency in terms of zakat distributions, particularly in responding to 
the public accusations. However, little research has been done to study social media use by zakat 
institutions in Malaysia. Thus, this study was conducted to analyse the adoption of social media 
in Malaysia by zakat institutions and analysing the forms of interactions between social media 
users and zakat institutions in social media sites. Based on an analysis conducted on Malaysian 
zakat institution’s social media sites, this research presents insights on the use of social media 
applications and the level of interactions in Malaysian zakat institutions. The results show a high 
level of social media adoption among zakat institutions. Almost all Malaysian zakat institutions are 
currently active in using social media, particularly Facebook. It is also noted found that there are 
differences between each state in terms of engagement related to post activity and interactions. 
The result of this study highlighted the level of social media use by zakat institutions in Malaysia 
as well as explaining the form of interaction between public and zakat institutions in social 
media sites.
Keywords: Social media, zakat, adoption, tranparency, technology.
Introduction
O’Reilly (2007) defines social media as a set of tools that can improve user participation on the 
web. The use of social media enables web users to contribute to web contents and create a multi-
directional channel between web users and administrator. Social media is a terminology that 
covers 6 categories which are blogs, social networking, multimedia sharing services, wiki, virtual 
worlds and content syndication (Kaplan & Haenlein, 2010). Many private and public institutions 
around the world, including in Malaysia has embraced social media to improve engagement 
with customers. In the context of public institutions, social media have enhanced government-
citizen engagement and networking, increased public transparency and changed the way citizens 
interact with public agencies. The use of social media applications in Malaysia is rapidly growing 
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and among the highest in the world (Lai, 2014). Facebook, the most popular social networking 
tools is the most popular application in Malaysia where half of Internet users identifying Facebook 
as their most favourable platform to socialize (Lai, 2014). 
In Malaysia, zakat collection and distribution is managed under state jurisdiction under the 
administration of the State Islamic Religious Council (Wahab & Rahim Abdul Rahman, 2011). Being 
an institution that collect money from the public and distribute it to the asnaf, Zakat institutions are 
always subjected to public scrutiny mainly in term of zakat distribution (Ab Rahman, Alias, & Omar, 
2012; Zainal, Abu Bakar & Saad, 2017). Furthermore, the level of zakat institutions transparency 
is highlighted as one of the main motivation for employees working with the government to pay 
zakat (Idris, Ali, & Ali, 2003; Saad & Sawandi, 2016). Wahid and Ahmad (2009) also suggested 
that the level of zakat distribution transparency is an important determinant for zakat payer to 
pay zakat to zakat institutions. In order to increase transparency, many zakat institutions turn out 
to social media, particularly Facebook to disseminate information about zakat distribution. This 
exercise have improved public perceptions on zakat institutions (Musa, 2016). 
While a good deal of research has been undertaken in the context of zakat, however current 
research on understanding the level of adoption and the level of engagement of Zakat institution 
in the Facebook sites is limited. Previous zakat literature have focused on different issues such 
as identifying determinants of zakat compliance behaviour (Md Idris, Bidin & Saad, 2012; Saad, 
Md Idris & Bidin, 2010), zakat fund management (Saad, Sawandi & Muhammad, 2016; Saad 
& Sawandi, 2016) and distribution of funds (Wahid & Ahmad, 2014; Zainal, Abu Bakar & Saad, 
2016). Another stream of research focuses on issues related to zakat institutions (Farouk, Md 
Idris & Saad, 2017a; 2017b; Azman, Mohamad & Syed Mohd Najib, 2012; Norazlina & Abdul 
Rahim, 2011).
Reviewing the previous literature, we find the following major gaps: first, most zakat literature 
focuses on zakat compliance behaviour, zakat distribution and others issue related to the 
institutions. Thus, little is known about how do zakat institutions utilise the use of Facebook site 
as communication tool with public. Second, to the best of our knowledge, there is still limited 
study on the adoption of Facebook site by Zakat institution in Malaysia. Our study aims to narrow 
these gaps. First, we focus on new aspect of study in zakat environment that is the use of social 
media by Zakat institution. Second, we investigate the adoption and engagement level of Zakat 
institution in the Facebook sites. Therefore, this study focused on analysing Facebook using 
social media analytics tool, as Facebook is the most significant and widely used social networking 
applications in Malaysia.
Analysis Framework
Measuring social media initiatives in organisations is critical for successful social media 
implementation, yet, standard measure for the task is limited (Alam, 2017; Chang & Kannan, 2008). 
In the context of public organisations, Mergel (2013) is among the academics that introduced a 
framework to guides social media interaction analysis in three domain. The first domain focused 
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on transparency where the objective is to improve information accessibility through Facebook. 
This is measured through number of page likes. The second domain measured participation by 
focusing on engagement through Facebook. This is evaluated through comments and likes on 
Facebook posts. Finally, collaboration domain that focused on co-creation of value is measured 
through numbers of user shares to other networks. Table 1 summarises the three domains. This 
research utilised Mergel (2013) framework as the basis for analysing Facebook interactions in 
Malaysian Zakat institutions.
Table 1: Facebook Analysis Domains
Domain Measurement goals Facebook mechanics
Transparency Information dissemination. Number of page likes
Participation Engagement measurement. Number of comments and likes per posts.
Collaboration Information co-creation. Number of shares 
Research Method
Scoreboard social, a third party social media analytics tool was utilised to analyse all Malaysian 
zakat institutions Facebook sites based on Mergel (2013) framework. Page fan size, posting 
frequency and interaction type data for the Malaysian zakat institution was collected for a month 
(October 2017 – November 2017) and analysed using the software.
Findings and Discussion - There are all 14 Zakat institutions in Malaysia and 12 of them have 
an active Facebook page. The number of likes for all Zakat institutions in Malaysia is 550,772. 
The smallest number of likes for an institution is 426, while the biggest number of page likes for an 
institution is 234, 853. The average number of pages likes for Malaysian zakat intitutions stands 
at 45,897 and the trend is consistently growing as shown in Figure 1, though it is still slow. Mergel 
(2013) states that the number of page likes is indicative of the goal of the institutions in successfully 
disseminating information for accountability using Facebook pages. Good number of likes in 
zakat institutions shows that there are serious effort from the management of zakat institutions to 
improve the level of transparency. Given that Facebook is the highest social media channel used 
by Malaysian, serious use of Facebook and other social media channel available is important 
to deliver information about zakat activities, particularly in the context of zakat distribution. The 
significant number of differences among the states might be because of the differences in the 
number of zakat payers in each state and the differences in the level of accessibility to social 
media applications in each state.
Information dissemination in a normal web-site is normally one-way, such as in zakat institutions 
web-sites. However, social media applications provide platform for engagement with the audience. 
Mergel (2013) suggests that participation can be measured by evaluating the number of likes and 
comments per posts. Total number of likes for all 53 posts by zakat institutions in the analysis 
period stands at 686, while there 45 comments altogether. Using the daily engagement rate 
evaluation method where number of daily engagements (((average of likes + comments + shares)/
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page likes)*1000) with posts per 1000 page likes, it is found that the level of engagement with the 
audience in zakat institutions Facebook page is still low as shown in Figure 2.
Figure 1: Monthly Growth of Facebook Page Likes
Figure 2: Daily Engagement Rate
The highest daily engagement rate is only at the level of 13.30, while there are four institutions 
that have no monthly engagement level at all. Low engagement level shows that at current stage, 
the use of Facebook by Zakat institutions is still at the level of disseminating information in a one-
way channel. In order to get more positive responses from the audience, zakat institutions needs 
to increase their number and quality of monthly posts and use Facebook extra features such as 
the Facebook Ads to engage more with their targeted audience. Figure 3 shows the number of 
likes, comments and shares in a month posts.
One of the advantages of using social media, particularly Facebook is that information can spread 
fast. The share function provided by Facebook is key in information co-creation and for any posts 
to go viral. Looking at the number of shares for Facebook postings in the institutions as shown 
in Figure 2, zakat institutions has a long way to go to ensure that the audience collaborate to 





of the art marketing method using Facebook to increase the number of likes and shares, as the 
increase of number of posting likes and shares can contribute to better public perceptions of zakat 
distribution transparency.
Figure 3: Number of Likes, Comments and Shares per Posts
An analysis on the Facebook content shows that zakat institutions focused on disseminating 
information about zakat distributions. Almost 70 to 80% of the post in one month time is regarding 
zakat distribution activities. From 10 posts, 7 or 8 posting is about zakat distribution. This include 
pictures where zakat officers went to small villages and helping the needy in remote places. The 
Facebook administrator also actively answering public comments in each of the posts. The focus 
on promoting these activities is important in avoiding public scrutiny in term of zakat distributions.
CONCLUSION
As a conclusion, this study reveals the growing trend of Facebook use among Malaysian zakat 
institutions. Based on Mergel (2013) framework, it is suggested that at current state, although 
there is a good number of likes which translates to good transparency level among the institutions, 
more work needs to be done to engage more with the audiences and to make the audiences 
collaborate more to increase the level of transparency. However, the findings of this study is not 
generalisable to understand the whole social media level of use in the zakat institutions as it only 
focused on the use of Facebook. Even though Facebook is the largest social media applications 
used by Malaysian, future research can include other social media applications such as YouTube, 
Instagram and Twitter in the analysis to get a better picture of the level of use of social media. 
The analysis conducted in this study only done in a period of one month, and there is a possibility 
that postings interactions can vary across months. Hence, it is suggested that future research 
use longer timeframe to collect the data to give a better picture of the interaction level. Finally, 
the findings from this research give insights on the level of social media use among Malaysian 
zakat institutions. Social media managers can benefit from this research by applying techniques 
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